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foundation of the Golden 










































































Rule a profession which will in- 
















































































creasingly serve as a constructive 









































factor in the development of the 







































































nation’s business and an avenue 







































































for the development and main- 
















































































tenance of those high principles 
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which must be the basis of all 









































right action.” 
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—Code of Ethics, R. C. M.N. A. 
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‘Don’t Fail to Read the Declaration of Purposes and 
Accomplishments of Your Association—in this Issue 
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The Incomparable 


BOOKKEEPING 
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for the Retail Store 


Remington Bookkeeping Machines, in use by 


BOGGS & BUHL, Pittsburgh, Pa. 


have improved their service to the customer, increased office efficiency, 
eliminated errors and effected a substantial reduction in bookkeeping costs. 


Mr. A. N. Fraser, Secretary- Treasurer of Boggs & Buhl, 
gives the following convincing testimony: 

“In 1917,upon the entrance of the United States into the 
War, and the drafting of practically every one of our men 
bookkeepers, we adopted accounting machine bookkeeping. 
After a careful study of the available machines we chose 
the Remington because of its adaptability, simplicity, ease 
of operation, and economy from the viewpoint of original 
cost and upkeep. Wage costs were mounting so fast at 
that time, especially among typists, that one of the most 
vital factors in choosing an accounting machine was the 
ability of the inexperienced operators quickly to master 
the operation of the machine. Our judgment that the 
Remington offered exceptional attractiveness from this 
angle was amply vindicated. 

“Another of the attractive features of the Remington 
was its adaptability. We believed that it could be made to 
fit our way of doing things and that it was not necessary 


to buy a system along with the machine. This we found 
to be true, as after several months’ operation, the system 
then in use being not entirely satisfactory, we worked in 
conjunction with the local, Remington office and developed 
in the Boggs & Buhl office the bookkeeping system which 
to this day is the foundation of the Remington Account- 
ing System. 

“We are at the present using twenty-five of these ma- 
chines in our Accounts Receivable, Accounts Payable and 
Cashier’s Departments and have found them entirely sat- 
isfactory in every respect. In addition to improving our 
service we have made a very substantial saving in our 
bookkeeping costs.” 

These machines, installed on your work, will give the 
same time and cost saving results. We have a model to 
meet every individual requirement. A letter or phone call 
to our nearest office will bring a practical demonstration 
of this machine in its exact application to your own needs. 


REMINGTON TYPEWRITER COMPANY 


Bookkeeping Machine Department 


374 Broadway 


Pranches Everywhere 


New York 


REMINGTON BOOKKEEPING MACHINE 
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EALIZING that many 
merchants were not famil- 
iar with the purposes and 
accomplishments of the 
Retail Credit Men’s Na- 

ional Association, the Executive Com- 
ittee of this organization in meeting at 
etroit issued the following statement: 


“It behooves every merchant to study 
he situation that credit may be safe 
pnd profitable. His study will lead 
him to seek: 

1. Fair laws. 

2. An understanding of the economic 
fundamentals of credit. 

3. A community credit policy. No 
erchant can extend credit profitably 
without due regard for the customs and 
practices of his fellow- merchants, com- 
Petitors or not, in or out of his own 
fommunity. 

4. Information about the character, 
financial standing and paying habits of 
his customers. 

These four things will he seek. He 
heeds a credit structure. 


“The Retail Credit Men’s National 
ssociation is an answer to this need. 
ts membership consists of merchants 
pnd bankers in every state and territory, 
n Canada, England, and Japan. Its 
ficers, except the Managing Director, 
ferve without compensation. It seeks 
he profit of every credit granting mer- 
hant and his community but asks no 
rofit for itself. All it has to sell is 
he opportunity to co-operate for the 
ommon good, and the results of that 
0-operation. 


“What has it accomplished? 


“From thirty-eight members in 
August, 1912, it has grown to about 
4,000 in January 1926. Its officers 
epresent every section of the United 
ptates, and are the owners or credit 
en of great mercantile institutions and 
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banks. It has headquarters in St. 
Louis, Mo. under a competent manag- 
ing director. 

“Tt has developed the Credit Service 
Exchange Division: An organization 
of Credit Reporting Agencies, with its 
own secretary, that provides ready ex- 
change of standard credit information 
at a standard price, between over 600 
cities in the United States and Canada. 

“Tt has developed a system of warn- 
ings by which a large number of crooks 
have been put behind prison bars. 

“It has developed a tracing system 
that has found thousands of delinquent 
debtors for their creditors, resulting in 
the recovery of many thousands of dol- 
lars. 

“It has developed the Four-Point 
Collection System, which it supplies to 
its members at a nominal cost, replac- 
ing less efficient private systems that cost 
more. 

“Tt has perfected a system for for- 
warding collections and issued a list of 
unreliable collection agencies, thus sav- 
ing merchants large loss. 

“It has developed a system of local 
organization that has stood the test of 
time and enabled many localities to 
successfully operate after previous fail- 
ures. 

“It publishes the Credit World, its 
official organ. This, the only publica- 
tion in the world devoted exclusively 
to the Retail Credit interests, is pub- 
lished as a monthly magazine. 

“All the above mentioned accom- 
plishments may be secured alike by the 
old members and the new, but what 
more can we look forward to? 


AOL Mrrattrch 


cAims and Accomplishments of Your Association 


“First: To great legislative accom- 
plishment. We can only influence leg- 
islation in proportion to our strength, 
meaning both members and _ finances. 
We want the right to garnishee Federal, 
State and Municipal employees. We 
want the Postal Regulations changed. 
We want uniformity in many state 
laws, and local ordinances to prevent 
absconding with merchandise before it 
is paid for. 

“Second: We want to conduct such 
research work as will result in an un- 
derstanding of the fundamentals of 
credit, and we want to put the resulting 
information in the hands of every credit 
granting merchant and his credit man. 

“Third: We want to develop in 
every community a credit policy. Much 
that we have already done tends to that 
result, but there are many communities 
still not part of our organization, and 
of those that are, few have developed 
far enough. 

“Fourth: We want to educate the 
buying public to use its credit as an im- 
plement of thrift and accumulation, as 
well as a convenience, thus helping 
build a community credit policy. 


“Fifth: We want to professionalize 
the credit man. 
“Sixth: | We want to develop our 


Credit Service Exchange Division so 
that every community may enjoy quick, 
accurate, credit information at a stan- 
dard price; so that the delinquent deb- 
tor may be followed and _ collected 
from.” 

This statement is recommended to 
the earnest consideration of every retail 
credit grantor. 
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The Secretary’s Page 


High Lights from the Detroit 
Meeting of the Executive and 
Finance Committees 


Both the reports of the Finance Com- 
mittee and that of the Secretary-Treas- 
urer showed the Association affairs to 
be in good financial shape. 

A steady gain in membership was 
noted, new members being enrolled at 
the rate of three hundred a month. An 
increase in the number of Service Bu- 
reaus to 649, a truly phenominal de- 
velopment. 


Arrangements were made to have 
Mr. Sidney E. Blandford, of Boston, 
devote six weeks to visiting the most 


important cities of New England with 
a view to developing new organizations 
and helping old ones. 


Mr. A. D. McMullen of Oklahoma 
City, Oklahoma will devote about six 
weeks to membership work in Okla- 
homa, Kansas and Nebraska. 

President R. W. Watson will spend 


two months in Ohio and Illinois visit- 
ing organized locals. 


Mr. J. R. Truesdale, Secretary of 
the Service Division was asked to push 
the work of compiling a textbook on 
Credit Reporting Methods and it was 
recommended it be placed in the hands 
of every service unit manager just as 
soon as possible. 

It was recommended the schedule of 
dues of the Service Division members 
be rearranged so as to bring an increase 
of revenue for the development of ad- 
ditional service. 

Results reported from the use of our 
4-Point Collection System indicate this 
is an efficient Collection Service. 

The Missing Debtor Tracing De- 
partment has shown a continual increase 
in efficiency and is now locating 400 
debtors each month. 

The Collection Forwarding Depart- 
ment which was only started three 
months ago is rendering a valuable serv- 
ice to members. 


Resolutions on the death of Mr. 
Loewi were passed. 
Mr. W. Strickland of New York 


was placed on the Research Committee 
and the Managing Director instructed 
to make an exhaustive inquiry into the 
installment-selling question. 

The following suggestions for 
changes in our By-Laws were referred 
to the By-Law Committee for action at 
our National Convention: 


The date of Nominations and Elec- 
tions be changed so as to provide Nom- 
inations on second day of Convention 
and elections on third day. 

The fiscal year end at least one 
month before our Annual Convention 
so as to give ample time for Audit. 

That the Finance Committee become 
part of the Executive Committee. 

That the number of Directors be in- 
creased and provide for one Director 
for each state and the District of Co- 
lumbia. 

That Managing Director Woodlock 
make a study of credit conditions in 
Florida with a view to assisting in de- 
veloping the Credit system to meet the 
increased business requirements. 











Let’s Go! 


Every member get a mem- 
ber! 455 new members en- 
rolled during February. 
Keep up the good work. We 
will soon have twenty-five 
thousand. 




















Imperial Valley Organizes 
The Imperial Valley Credit Asso- 
ciation of El Centro, California have 
just organized and become affiliated 
with the National Association 100%. 
This Association includes eight towns 
in Imperial Valley and starts operation 
with 95 members. Mr. C. W. Remele 
formerly of Barker Brothers, Los 
Angeles is Manager of the Bureau. 
This successful Association is the re- 
sult of the efforts of J. G. Cadman, L. 
M. Crosthwaite, J. H. Van De Water 
and President R. W. Watson. 





Oklahoma Will Hold State 
Meeting 

The Annual State Meeting of Okla- 
homa Retail Credit Grantors and Re- 
porting Bureau Managers will be held 
in Oklahoma City, March 29-30-31. 

National Director A. D. McMullen 
predicts that within ninety days his 
state will have more organized credit 
units than any other. 





State and Regional Conference 
of Great Educational Value 
During February, there were hel 

three important Conferences of units 

the Retail Credit Men’s National As 
ciation. 
The Tri-State at Detroit, Michigy 

Feb. 8-9. 

The New York State at Rochest 

February 12. 


The Minnesota at Duluth, Februz 
12 
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The interest in these meetings j 
manifest by an attendance of over 7J 
credit grantors. Merchants and cred 
men are recognizing more and more ea 
year the necessity of an exchange of if 
formation as regards credit method 
and the officers of the Retail Cred 
Men’s National Association are greatl 
encouraged in their work of promoti 
these meetings. 





United Creditors 
Members having dealings with ¢ 
United Creditors of Los Angeles, C: 


fornia are requested to advise the N 
tional Office. 





February Shows an Excellent 
Membership Increase 


455 new members were enrolled j 
February. This is very encouraging 4 
your National Officers who are anxiol 
to reach the 20,000 mark before J 
Ist. 

Among the notable groups enrolled 
during February were Portlam 
Oregon, 140; Imperial Valley, Calif 
83; Sarasota, Fla., 42; New Orleanj 
La., 24. 








The National Office Expands 


Constant growth in the membershi 
has made necessary a further expansi0 
of the National Headquarters so ast 
render the necessary service. The E 
ecutive and Finance Committee in | 
Detroit meeting authorized the rent 
of an additional office giving the h 
quarters 2,500 square feet of floor spa 
and one of the most convenient, be 
heated, lighted and ventilated offi 
in the country. The development 


the Service Division Tracing and 
lection department has made it nee 
sary to provide additional space, and 
the near future it will be necessary 
add to the force of ten employees nt 
busy every minute. 
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The Value of Retail Credit as Viewed 
By a Retail Merchant 


By J. G. Pattee, General Sales Director, Newcomb Endicott Co., Detroit 


Address delivered at the Tri-State Conference of the Retail Credit Men’s National Assoctation 


“ebrua 
Every member should carefully read 

tings this interesting talk by a nationally 

ver Zgknown sales promotion expert on 

d cred§analyzing accounts. 

ore eat] 








As I see the purpose of this con- 
neti’ vention and every other convention, it 
Cres gathering ot men and women tor 
ered the exchange of ideas. Someone has 
omotial “°° aptly said, “If you have a dollar 
and | have a dollar and we each ex- 
change dollars, we each have a dollar. 
But if you have an idea and I have an 
idea and we exchange ideas, we each 
have two ideas.” So then, if I am to 
understand rightly the purpose of this 
:;convention and other conventions of its 
character it is for an exchange of ideas. 
You have come here to give ideas, you 
have also come here to get ideas. I am 
Hlent }2fraid too. many of you have come to 
. get ideas and not enough of you have 
led qoome to give ideas. 


r| 


. fl 














ging # So then, if we are going to get some- 
anxiogthing out of this convention, we must 
re Jugnot only get ideas but we must give 
them, and we must give, perhaps, a 
enrolled little thought to the origin, the source 
ortlangof ideas. Personally, I have not much 
Califf faith in the man who comes to me and 
Yrleang says he has a new idea, because when 
we are able to trace these ideas back, 
we usually find they are but the coor- 
dination of certain facts; that new ideas 
ands fhave their origin not out of the clear 
ibershig sky, but new ideas have their origin 
pansio from a brain that is full of facts. 
o as lherefore, if you are going to get any- 
‘he Eqthing out of this convention, you are 
. jn @ going to get a lot of facts; facts which, 
rent Perhaps, you cannot use at the moment; 
e heal facts which, perhaps, are not available 
yr spag to you at any time, but which, recorded 
t, bein your brain, will sooner or later bring 
of to you what you are going to think is 
nent @4 new idea, but which is really only 
1d Cathe coordination of a large number of 
- neo facts which you have filed away in the 
and@™ Tecess of your brain. 
sary Now, very often, men confuse the 
es nig things they think with facts. Or, if I 


ly, here, how many people are present 
in this room, you would give me a cer- 
tain estimate; it would be your thought, 
but it would not change the facts one 





Not so very long ago, we had 
a special event in our store, 
where only about twenty per 
cent of the list used for adver- 
tising was charge customers. 
It was one of our most success- 
ful events, and I discovered, to 
my amazement, when the rec- 
ords were checked, that sixty 
per cent of the volume of busi- 
ness for that event came from 
charge customers, in spite of 
the fact that only twenty per 
cent of the list that we used 
were charge customers. Could 
there be anything any more il- 
luminating as to the value of 
charge customers? 
—J. G. Pattee 





particle, of the number of people here. 
And what you may think about differ- 
ent things that are being done by differ- 
ent credit men, by different institutions, 
does not alter the facts one bit, and it is 
the facts that you want to store in your 
brain. 

There are too many of us who have 
very little idea of what the word “ex- 
perience” means; we confuse experience 
with term of service. We are inclined 
to think of our experience in the busi- 
ness world in terms of number of years 
of service, applied to a certain position. 
Experience, folks, is knowledge that is 
gained by observation or trial, and the 
value of this convention and other con- 
ventions is that it brings to you or gives 


were to ask each one of you, individual- you an opportunity to observe the ex- 





periences of other men and other women 
in similar lines of business, without go- 
ing through all the devious and all the 
hard lines that you must follow, if you 
get that same experience through trial. 
So then, I recommend the getting of ex- 
perience by observation as well as by 
trial. 

January is usually considered the in- 
ventory period; most retail stores take 
their inventory in January or on the 
first of February. I sometimes tell our 
buyers, when they are taking inventory 
and also when they are buying mer- 
chandise, that merchandise is not an 
asset. We take a list, various lists of 
all the merchandise that we have on 
hand at inventory period, and we list it 
among the assets of the _ institution. 
Every dollar’s worth of merchandise 
that we have on hand is a constant 
liability until that merchandise is sold. 
We must pay for light, we must pay 
for occupancy, we must pay insur- 
ance, we must pay interest on our in- 
vestment, we must pay for help to take 
care of it, and, last but by no means 
least, it depreciates in value every min- 
ute that it remains in our stores unsold; 
so that merchandise inventory is not an 
asset but it is a constant liability until 
the moment that it is sold. 


I think exactly the same thing is true 
of the book accounts that are opened in 
a store; they are constant liability until 
those accounts are closed. The interest 
on the investment is a very important 
factor; the amount of help that is nec- 
essary to take care of those accounts is 
a very important factor; the room that 
a charge account office occupies, is a 
very important factor. So then, I say 
that unpaid accounts are in exactly the 
same position as merchandise, and when 
we list them at inventory period and say 
we have so much in outstanding ac- 
counts, they are a constant liability un- 
til those accounts are closed. 

It would be well, not only to take a 
physical inventory at this period, but 
it is well for us to take a mental in- 
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ventory, and it is well, also that that 
mental inventory be not only taken now 
but that it be a perpetual inventory. 
Today, every big store in the country 
uses its inventory only as a check-up on 
its book inventory; it knows how much 
merchandise it ought to have in every 
department; so then, the credit man 
ought to make a mental inventory and 
he ought to have a knowledge and an 
intimate knowledge of the facts relating 
to his phase of the business. He ought 
to have not only an intimate knowledge 
of the facts as related to his immediate 
business, an intimate knowledge of the 
facts as given in conventions of this 
kind, as given in his intercourse between 
different men and women in similar 
lines of business ; and he not only should 
not wait until inventory period, but he 
ought to make that a perpetual inven- 
tory throughout the year. 

Now, you have asked me to talk about 
“The Value of Retail Credit As Viewed 
by the Retail Merchant.” I have pref- 
aced what I want to say, very briefly, 
by trying to show you that every dol- 
lar’s worth of merchandise in a store 
is a constant liability until that mer- 
chandise is sold. ‘Then, if that is true, 
the value of retail credit is very, very 
easily determined. 

As I see it, the value of retail credit 
in a department store is of value only 
as it increases the volume of that store, 
profitably. It seems to me that is per- 
fecly obvious. It seems to me it is per- 
fectly obvious that every function of a 
department store should be used for the 
purpose of increasing volume. 

Buying Department! Why, there 
never was a word applied to a classifica- 
tion of human endeavor that was so 
wrong as the word “buying.” Too 
many of our buyers are mighty good 
buyers but damn poor sellers. I often 
have a buyer come to me and show me 
a wonderful buy he has made. I would 
rather he would come to me and say 
what a wonderful sale he has made, be- 
cause it does not interest me only to 
exploit until that merchandise is sold, 
and it does not interest the head of the 
store one bit until it is translated into 
the terms of dollars and cents. 

Now, to be very frank to you, I 
think the credit department of a store is 
too often considered as a necessary evil. 
Too many times, there is too great a 
line of demarkation between the credit 
department of a store and the selling 
department of a store, and if I. have 
anything to be thankful for in the little 
more than two and a half years I have 
been in Detroit, it has been for the 
splendid co-operation I have had from 
our Credit Department, because it has 
made things very much easier for me. 

Now, what you people want to know, 
of course, is how—if the things I said 


are true, and you know they are, be- 
cause they are facts, they are not what 
I think, they are facts—, you are in- 
terested to know how the credit depart- 
ment of a department store or any store 
can help profitably to increase the 
volume. 

I think there is no place in a depart- 
ment store where there is so much rec- 
ord of information that is of value as 
in the Credit Department of the store. 
It is sometimes very difficult to get that 
information out, but once you have 
analyzed it and once you have been able 
to get that information, it is illuminat- 
ing. 

Not so very long ago, we had a spe- 
cial event in our store, where only 
about twenty per cent of the list used 
for advertising was charge customers. 
It was one of our most successful 
events, and I discovered, to my amaze- 
ment, when the records were checked, 
that sixty per cent of the volume of 
business for that event came from 
charge customers, in spite of the fact 
that only twenty per cent of the list 
that we used were charge customers. 
Could there be anything any more illu- 
minating as to the value of charge cus- 
tomers? 

It seems to me a self-evident thing 
that, had our entire list been composed 
of charge customers, our returns would 
have been very, very much greater. So 
it seems to me that the charge office 
ought to be on its toes all the time to 
avail itself of every opportunity of add- 
ing to the charge lists of people who 
can be profitably sold. 


If you were able to take every one of 
your stores and make an analysis of the 
purchases of each charge customer, you 
would be amazed. Before I came to 
Newcomb-Endicott’s, I spent some 
years with a dry goods economist in 
New York; it was my privilege to 
travel all over the United States and 
Canada, and interview many, many mer- 
chants, both large and small, discuss 
with them their various problems. 

I remember very clearly an occasion 
where I was once sent to a store to 
make an analysis of that store’s busi- 
ness. I was very much amazed, when I 
started my analysis, to find that one de- 
partment of that store was carrying the 
whole store, such as it was being car- 
ried. The only profitable section in 
that store was the ready-to-wear, and 
I was quite amazed, when I got into 
things a little bit deeper, when I was 
able to talk to the young man who had 
charge of that department, and then 
when I finally went into the office and 
had a complete analysis of the charge 
accounts made, to find in this small 
store with thirty-three hundred odd ac- 
counts, that there were seven hundred 
and fifty women who, every season, 








came in consistently and bought rea 
to-wear and did not buy another 
lar’s worth of goods in that store, a 
yet, to get to that department, they 

to come in the front door, walk q 
hundred and ten feet to the elevat 
and go up to the second floor. For 
period of twenty-two months—the tin 
this survey covered—, these seven hy 
dred and fifty-two women never stopp 
an instant, went from the entrance 4 
the elevator and then to the seq 
floor, made their purchases and walk 
out, not another dollar’s worth of 

chandise was charged in that store, 















I know of several surveys that ha 
been made recently. I know of o 
survey where they discovered 
thirty-one per cent of all the charge 
tomers in that store, over a period 
twelve months, bought in only one 4 
















C 
partment of the store; some of the a 
it was one department, some anothe o 
department, and some another depar = 
ment. Of the entire store, if my mem Pace 
ory serves me correctly, forty-nine pq | Savi 
cent bought in only two department Che 
of the store, one or two. Desi 











Now, it seems to me that if I wer 
not able to bring you any other mess 
than this message, I am bringing you 
message that is of prime importance tt 
you, that is of prime importance to yo 
stores. The analysis of your account 
will show you where customers a 
buying and where they are not buying 
it cannot be made by the Sales D 
partment, it cannot be made by tk 
Credit Department alone, it has to} 
made with co-operation throughout you 
entire stores. 






































































You say, “How would we use thi 
information?” I know this: that fa 
every new customer we get into ov 
store, it costs a lot of money, and 
know it is a darn sight easier to § 
an old customer $100.00 worth of mer 
chandise than it is to go out and dj 






























up a new customer and sell her $100.09 No 
worth of merchandise. So I say tha ers w 
this information is of vital importancy Syste 
and worth every bit of effort that yoi§in ou 
put into it; and you are not only goin Si 
to be surprised, yourselves, but you af A ” 
going to surprise your superiors. o . 
I wish I had time to give you som ) f 
details of some of these other stores ang “© 
how they are operated. In this lit T 
store down in the South, that I met® carg 
tioned first, one of the things we dill deta 
there to change the situation, we tou}... 
the departments that were on the sam@ . 
floor—they were millinery, underwe —_ 
and corsets—, we went through # ss 
books very carefully, analyzed the # ik 
ect 

counts of these seven hundred f 
fifty-two women, and we found, as f ad 
as possible, who was waiting on thes lee 
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i1An Efficient Card Record Collection System 


By W. J. Johnson, Credit Manager 
Ville de Paris (B. H. Dyas Co.) Los Angeles, Cal. 


A credit report is obtained (from the 
ee a | INQUIRY TICKET ae Me, local credit association) on every cus- 
a : S—) 6-260" tomer. As the inquiry ticket is a type- 
Full Name (Surname First) Wite ‘ written abstract of the long-hand ap- 
Caldwell Mr. Geo. B (Anns) plication taken at the time of the inter- 
Residence Address Former Residence Address view, a copy is made of the upper part 

7254 Hollvwood Blvi.. ae 1402 Edoeotiff hee T of this form. The card is then filed 
Business Address Occupation or Business ; ; gp until 7 as a ee 

104 Security Biic. Lal Maintenance Sunt. tion guide or as a basis for a mailing 
By Whom Employed : How Long § list. 

Se. Cslif, Teleanhone Co is years The collection activity or control 
a Estate x In Name of may be begun immediately upon the ob- 

Pesidenc Jointly servance of slowness, overbuying, re- 


Banks With ct} a eeSES ge is = Cogried in) in) _ ceipt of detrimental information, etc. 
Checking Acct. weil 
































Check Report Trada Ridvlar Special cipal reason for hastening collections, 

Deared Clearat e iN: Report Report a detailed outline of the procedure of 

I h] Mer: Saluanoe the mechanical details of collection will 
were 


2 be outlined. 
messag } ws 
g you . Lnad 
‘ance 
to you 
ccount 


Bs e ; Since slowness is in the main, the prin- 
Savings Acct. Bsnk of tay" Anna fer Lawel) , i 





Open accounts not paid by the tenth 
of the month following the date of 
purchase are by our terms, and by com- 

mon practice of other merchants in this 

crs & . city, considered past due. This has, 
buying; Sas Cee 2 pen meena Retecenece in each ecole fully explained 
re A Marshall Field - Chicago to the customer at the time of open- 
sa Maur ice Rothchild - Chicago ing the account. The degree to which 
ut you the customer has been educated to un- 
derstand this, together with the habits 
and previous collection control of ac- 
we - - - counts receivable, causes a definite per- 
“ q Give personal references, if any, on reverse side centage—say 60%—of outstanding ac- 
oul M. R. Lewler - 1846 =- 10th Ave., j ee Ge counts to be paid on the due date. 
to sell Mrs. C.8.Férrell.- 4936 Poinsettia Dry L, 1 Within the beng thirty days another 
of mer definite fraction of receivables are col- 


ind dig lected without special collection effort 
$100.0 No doubt, many Credit World read- — 
ay thers will be interested in the Collection str Fe Faber Hol Lywoo Peer ar 
ortanc§ System which is being successfully used 3489 jes “2020 + | 4°* | _ B~16-25 | 
lat yolk in our work. NAME ° sis rs 
onl Since the “Inquiry Ticket” (figure Caldwell Mr. Geo, B-—h¥100- OO (Anna) 

A) and the “Collection Card” (figure aa fo ot Risen 
. cond B) form the basis of the system, both 7354 Hollywoo Blvd. 


> . are f , > BUS. ADORESS 
res ang 2¢ reproduced here for your benefit. 


s littl The information contained on the 704 Se curds: Bldg, 
I mem card will not be described in greater whi nacig. th sovings >: sh 
we dil detail since it is self-explanatory. ‘The So. Calif. Teie phon 
fe toll manner in which it is brought into use onic” Be ES | 
ee ; will first be outlined and later the Seen | 


oh t arguments that led to its arrangement hoa —S 
ee 
—— 









































the agg 2nd its advantages. ‘The skeleton col- 

a4 lection card is immediately available 

as fm (°F every account since it was made ; Fey REPT Po Pee . Oe P- : " 

: thea SMmultaneously with the opening of the Oh peer b tte on eee TEE AEA REAR OS | tehphitas 
account. 









































or expense. The unpaid increment now 
becomes the target for the collection 
control. These delinquent accounts are 
determined in the following manner: 


After the tenth of the month a col- 
lection clerk checks each ledger to de- 
termine the accounts falling into this 
class. When one is discovered, the ac- 
count number only is noted in a dater 
book and the clerk proceeds to the next 
account until this routine has been com- 
pleted. On the date indicated, the 
cards listed in the book are obtained 
from the inactive collection file and are 
brought to date (see cut); the address 
is checked from*the ledger sheet and 
the last payment noted on the reverse 
of the card. ‘The collection card is 
now complete and goes immediately to 
the collection manager for disposition. 
He indicates the action to be taken; 
the card is dated up ten days so that 
it will not be lost, and the disposition 
he indicated is then made. Whatever 
action was taken has been noted on the 
card in abbreviated form and becomes 
a permanent record. Some of the cards 
are simply dated ahead, letters are writ- 
ten to some, some customers will be 
telephoned, some will require unusual 
treatment. 

The collection card is then filed in 
the Active file and on the date indicated 
in the date book it is compared with 
the ledger and the status determined. 
If a customer calls in person or tele- 
phones regarding the account the card 
is immediately available. Additional 
purchases are noted and partial pay- 
ments noted. If the total has been 
paid, the card is marked “Paid,” and 
is transferred to the inactive file. The 
process continues until the account has 
been brought to terms. 

The splendid warning service, com- 
prising a daily list of court actions, 
divorce suits, chattel mortgages, deaths, 
liens, homesteads, bankrupts, and mis- 
cellaneous warnings of various sorts, 
is incorporated into the collection 
scheme as follows: 

When a warning notice is received, 
it is immediately typed on the reverse 
side of the collection card, whether the 
account is active or not, and the card 
brought to date and to the attention 
of the credit manager. Collections are 
followed in conformity with the infor- 
mation. The routine is sure and auto- 
matic. 

It will be noticed that a varied col- 
lection of cards are brought to the at- 
tention of the collection manager. A 
card may represent an old offender, a 
new delinquent, a closed account, a 
notice of divorce suit, or one represent- 
ing an account that requires additional 
action since the last date of ten days 


(Continued on page 24) 
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Read these stickers—they carry money-getting messages 


“Collect The Money 
And Sell Again” 


—W. J. Johnson, Credit Mgr., Ville de Paris, Los Angeles, Cal. 


“Collect the money and sell again,” says Mr. Johnson in his article 
beginning on page seven. 
“When the collection of the account is delayed the customer may 


avoid you . . . .. collect the account and he is in better mood, position 
and inclination to buy again.” 


Get the Jump on (Collections with the 
National Sticker System! 


Start right now on your overdue accounts. These stickers, inexpensive, 
almost automatic, will take a big expensive load off your collection depart- 
ment. And, they’ll get the money without offending the customer. 
All that is necessary to start the system is to make up statements of all your 
overdue accounts, attach sticker number one and mail them. Ten days later 


repeat with number two and so on—even your most hardened slow-pay, by the 


= he has received the entire series will realize that your bill will have to be 
paid. 


Six Stickers to set as shown—printed in two colors, text, emblem and inside 
border in black, wide outer border in bright blue. Packed 250 sets of six in 


strong envelope as shown, with full instructions for using. 


250 sets of six (1500 in all) $2.00. 
1000 of any one sticker $2.00 


Retail Credit Men’s 


National Association 
Equitable Bldg. Saint Louis 
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Instructions in Opening and Handling 
Charge Accounts 


By H. J. Burris, Credit Manager, Berkson Bros., Kansas City, Mo. 


First, there is the taking of the ap- 
plication for credit from the customer. 
This should always be done on the reg- 
ular application for credit blank, which 
blank should be filled in just as com- 
pletely as possible, taking care always to 
treat the customer with tact and kindly 
consideration, for in so doing, you gain 
their confidence and respect, and form 
in their minds a kindly feeling toward 
you and the firm. Please bear in mind, 
however, that all applicants for credit 
should be treated just as nearly alike as 
possible, and that personal friendship, 
or friends of any member of the store’s 
staff, should not be given charge ac- 
counts because of that fact. The records 
of all stores show that an unusual num- 
ber of losses are made through granting 
credit without investigation to supposed 


friends of the management, or em- 
ployees. Each applicant for credit 


should be told that the application will 
be investigated, and that it will be done 
as quickly as possible, at which time you 
will notify them. If the application 
does not call for out-of-town references, 
this should be possible within a period 
of from 24 to 48 hours. Of course, in 
a great many cases, this time can be very 
materially reduced, if the applicant is 
thoroughly established in a credit way 
in your city. 


Upon receiving the report from your 
credit bureau, this report should be 
pinned to the original application, and 
after careful study of this report, you 
should determine in your best judgment 
the amount of credit that this party 
can safely be extended, and place this 
amount as the limit on the account. 
This limit cannot be judged always as 
inflexible for the customers may demon- 
strate their ability to handle larger 
amounts, and in this case, you naturally 
would extend the limit to accommodate 
them. In other cases, you may find 
that you have limited their account too 
freely, and through their failure to pay 
their bills promptly demonstrate the 
fact that their limit should be reduced. 


There may be times when a sale may 
be made to an applicant with whom you 
do not feel justified in opening an ac- 
count, through the applicant’s failure to 
obtain a responsible party to sign a 





guarantee on the account. However, 
guaranteed accounts do not as a rule 
prove to be satisfactory, and I do not 
recommend their use. The average per- 
son will sign a guarantee, not realizing 
what he is doing, and when called upon 
to make good on the guarantee will ob- 
ject, and yoy have made another enemy 
for the store through no fault of your 
own. If you do take guaranteed ac- 
counts, be sure to make it thoroughly 
plain to the party signing the guarantee 
that he will be expected to pay the ac- 
count should it not be paid at the 
proper time. 


You will often times be asked by 
your customers for more than 30 days’ 
time to pay for large sales, such as fur 
coats, fur pieces, and the more expen- 
sive cloth coats. Where you have good 
reason to believe the customer has the 
ability to handle a sale of this nature 
not to exceed over three months, you 
can make the sale as a special permit 
sale, with the understanding that the 
balance will be paid in 60 or 90 days, 
as the case may be. In a great many 
of these cases, it is a good idea to take 
the customer’s note for the amount of 
the sale, payable in 60 or 90 days. This 
note impresses upon the customer the 
idea that you are granting them special 
terms, and you always have evidence in 
writing of these terms, which will 
greatly assist you should you be com- 
pelled to take legal action to collect the 
amount later on. 


An applicant for credit should receive 
a letter from your office as early as pos- 
sible, telling them whether or not their 
account has been opened. 


The credit file should be strictly 
maintained, keeping all applications in 
alphabetical order, and all correspond- 
ence pertaining to any charge account 


should be filed in its proper place in this 
file. 


In handling charges, you are advised 
to be conservative, yet not overly so, 
remembering always that you are han- 
dling the firm money, and that by your 
decisions the firm gains or loses business 
and good will. 


‘The second, and most important, step 
in handling charge accounts is the col- 
lections, 


The successful credit man or 





credit women is the one who is a good 
collector. By this, I do not mean that 
you are to be hard boiled or unkind in 


-your treatment of those who owe you. 


You will find that the general public, 
even though its intentions are good, 
is easily influenced in the manner in 
which it pays its bills. If you let 
it be known, always in a respectful 
manner, that you expect your bills paid 
promptly, and insist upon your terms 
being lived up to, your customers will 
as a rule take that course. However, 
if, by your acts, they see that you are 
careless, and not watching your ac- 
counts, they will form the habit of pay- 
ing others and letting you wait. 


The proper term on charge accounts 
is settlement in full between the first 
and tenth of the month following that 
of purchase. Bills should ALWAYS 
be sent out on the evening of the last 
day of the month, and all accounts 
which are more than 30 days old should 
receive the second, or past due, notice 
on or about the 15th of each month. 
The wording of these past-due notices, 
must of course, be governed by the 
length of time the account is past due. 
It is a good idea to keep a card file of 
all accounts more than 90 days past 
due, and work on these accounts every 
day by telephone or by letter until you 
succeed in collecting them; but if you 
should be unable to collect them, after 
exhausting all your own efforts, then 
place the account in the hands of some 
responsible attorney for enforced settle- 
ment. 


As I have previously informed you, it 
is very much to your interest to join 
and take an active part in your local 
credit association, and support the local 
credit bureau to the fullest extent. 
Remember that in order constantly to 
receive from the credit bureau, and the 
credit association, you must constantly 
give, and that only to the extent that 
you give will you receive. You should 
read everything that you possibly can 
covering retail credit, especially the 
Credit World, published by the Na- 
tional Association, of which your firm 
is a member. ‘There are other very 
valuable books published, the names of 
which I will give you, if you so desire. 











Turning Down an Applicant 
For Credit 


By Victor Comte, Credit Manager, The B. R. Baker Company, 
Toledo, Ohio 


You’ ask for suggestions as to the 
best method of “turning down” or re- 
fusing, credit. 


After spending a number of years in 
credits, I have come to the conclusion 
that it is almost impossible to adopt a 
fixed rule of ethics in a matter of this 
kind. I find that almost every case 
must be handled differently on account 
of circumstances. 


For instance: a young man just 
starting out in life has no antecedent 
record by which you can be guided. 
He may have been a cash customer and 
you will want to hold his trade even 
though you cannot take his account. 
I have found that a very good way to 
let him down easy is to hand him a 
Guarantee Blank and ask him to have 
some responsible party sign it, when 
you will be very glad to accomodate 
him. He will leave you feeling very 
kindly toward you believing that he will 
have no trouble to get some one to 
vouch for him. When he finds, how- 
ever, that this is not so easy, he will 
return and tell you that he has decided 
to pay cash. Thus, you have been 
spared the unpleasant duty of refusing 
him; have saved him the humiliation 
of being “turned down” and retained 
him as a cash customer for your house. 


Here’s another case: A _ party is 
thoroughly honest but, through adverse 
circumstances gets behind and, as a re- 
sult, has slow-pay ratings, though he is 
doing the very best he can to get caught 
up. Such a one must be handled with 
the utmost caution, for the least inti- 
mation that his honesty or sincerity is 
questioned may cause him to get dis- 
couraged and induce him to resort to 
the Bankruptcy Law or allow his ac- 
counts to go by default. 


In such cases you will find a little 
fatherly advice will usually be accepted 
in the right spirit. Tell him that you 
find he has a most excellent record but 
that you don’t think it would be pru- 
dent for him to increase his obligations 
at this time; that the thing for him 
to do is to try to reduce his outstand- 
ings a little more; that you will place 
his application on file and just as soon 
as you feel he is in a position to add 
to his obligations without the attendant 
danger of impairing his credit, you will 
gladly reconsider the matter. 

Now we come to the case of one who 
tells- you that he has never had credit 
anywhere; that he does not believe in 


credit generally; that he has always 
made it a practice to pay cash. When 
you get your report from the Rating 
Bureau, you find that he has had nu- 
merous credits and possibly is still in- 
debted at the time and maybe some of 
the accounts are out for collection. 
Such a person should be told the exact 
condition of his standing and if neces- 
sary the number of accounts you have 
learned are against him with the amount 
of each, if possible (not mentioning, of 
course, any names without first obtain- 
ing the consent of the merchant owing) 
and make very clear to him that before 
he can hope to obtain credit anywhere 
it will be necessary for him to clear his 
record; that no matter where he ap- 
plies they will call the Bureau and get 
the very same report that you did and 
naturally with such information they 
would necessarily have to refuse him; 
that each time he is refused he is ad- 
ding another impedement to his stand- 
ing. 
Tell him that you stand ready to help 
him restore his credit and that he should 





feel free to call on you at any tim 
and you will be glad to advise wij 
him. I think it is a mistake to eva 
intimate that you know who he ows 
Tell him that your information cang 
from the Rating Bureau; that all yu 
are interested in is how he pays }j 
bills. It is immaterial to you whethe 
he owes Brown or Smith. 
sists upon knowing refer him to tk 
Bureau rather than divulge the info. 
mation yourself. 





Ask Wives to Sign Credit 
Applications 


At a recent meeting of the Memphis 
Retail Credit Men’s Association, fou 
of the biggest department store; 
launched a movement to change th 
present plan of extending credit to mar 
ried couples so that the wife will bk 
asked to share her husband’s credit ob 
ligations. 


A committee made up of R. William 
son, of Lowenstein’s; M. C. Schwab, 
of Levy’s Toggery Shop, and Georg 
Lawo, credit manager of Gerber’s de 
partment store, will revise the credit 
application blank so that, under the 
new arrangement, the wife will have 
to sign, as well as the husband. 

Stores here claim that a great deal 


of money has been lost through di- 
vorces. 








Here’s an inexpensive method for 
the collection of small balances. You 
know how costly and exasperating 
those small balances are! ‘‘Too 
small,” the customer thinks, ‘‘too 
much bother to write a check for a 
few cents.” 


So you have to send statement after 
statement—your bookeepers have to 








Try This Method 
On Small Balances 


carry these small balances over 
month after month—until the cost of 
collection exceeds their value! 
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Make it easy for your customers to 
pay small amounts—send one of 
these reminder-envelopes with each 
small balance statement and elimi- 
nate collection worry. 


Price $4.75 per 1000 
Order from the National Office 
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The President’s Message 
IV. The National Structure 
Month by month, I have tried to The difference between the two men- merchandise should be more in_har- 


bring to you a visualization of our As- 
sociation structure, to discuss our va- 
rious activities, each as a unit of one 
structure—not each as separate struc- 
tures. I have tried to discuss the func- 
tions of each unit and their relation to 
the whole. 


The last three “messages” have dealt, 
respectively, with the reporting bureau, 
the local association, and the state, or 
regional organization. They have pic- 
tured the reporting bureau, that is the 
composite credit information of the 
well financed, efficiently 
managed, serving well the community ; 
the local association affording such con- 
tact among merchants that a commu- 
nity credit policy is produced, a chapter 
of the R. C. M. N. A., of course; a 
state or regional association for develop- 
ing exchange of information between 
communities, and the holding of con- 
ferences for study of important factors 
of retail credit. 


community, 


Having studied the units of organiza- 
tion and realized their respective fields 
of usefulness, one is forced to the con- 
clusion that each field is definitely re- 
stricted. That, even as the three units 
depend on each other, so do all three 
prove individually and collectively in- 
suficient. If each unit be developed to 
the ultimate, and the three be linked 


together, there is still much that is 
fundamental left undone. We must 
have our National. 

Finally analyzed, the merchant’s 


first need is not information—it is an 
understanding of the fundamental ec- 
onomics of credit as an implement of 
business. 


Both economists and great merchants 
claim it is cheaper to serve a thirty-day 
charge account than a cash customer. 
But what after the account is past due 
thirty days—or sixty days—or ninety 








days? What has happened to profits? 


A credit man says it costs 314% 
of the volume of credit extended to 
operate the credit department, includ- 
ing loss by bad debts. Another, equally 
large, says it costs 14%. Who is 
right? Thousands of big mercantile 
institutions today find. their net profits 
around only 1% on their turnover. 


tioned costs is twice that rate and af- 
fects from 40% to 70% of the whole 


volume. What is right? 


Credit can be justified as an imple- 
ment of business only if it produces 
economy of operation for the merchant. 
Its mission is principally to increase 
volume, and to use it enough to mate- 
rially increase volume means we must 
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take some bad debt loss. But how 
much? Some merchants take less than 
one-tenth of one per cent. Others in the 
same lines all the way up to 114%. I 
know a credit man whose loss has been 
one-half of one per cent whose firm 
have instructed him to double that loss, 
on the theory that the increased volume 
will make the additional loss profitable. 
Is this firm right? 


Many such questions—questions of 
economics, all—are today bothering the 
merchants of America. Can the in- 
dividual answer them? Can any com- 
munity of merchants answer them? 


The experience of the Nation can 
answer. Only a_ national association 
can gather and distribute the informa- 
tion that will ground our merchants in 
the economics of retail credit. 


We have a faulty national bank- 
ruptcy law. We should have the privi- 
lege of garnishment of government em- 
ployees. Federal postal regulations 
should help us and not hinder us. Our 
state laws affecting the distribution of 


mony. Many states have poor laws 
for the protection of the merchant. 
Some municipalities need moving or- 
dinances, etc. But can the individual 
get even the latter on the statute books 
—can the single community secure state 
legislation? Can we even decide what 
best practice is, unless we draw on the 
experience of the Nation—and is there 
hope of accomplishment except by na- 
tional effort? 


If a community credit policy is prof- 
itable, should not all communities en- 
joy the benefits thereof? And who 
shall carry the gospel of the organiza- 
tion to the community that knows it 
not? Who—but our National? 


And who shall back the various com- 
munities to support their reporting bu- 
reaus? Who will watch the bureaus 
to best serve their community? Who 
—but our National? 


My page this month is far too small 
to detail the place our National has and 
will develop in the field of American 
retailing. But ponder these few 
thoughts, fellow-member, and decide, 
as I did long ago, that if our National 
were to die tonight and disintegrate ut- 
terly, it would be reborn tomorrow in 
surpassing vigor. We must have our 
National, and we must develop it in 
a way commensurate with the use of 
credit as an increasingly important im- 
plement of business—or discard retail 
credit as an economic fallacy. Read 
this message over-again, friend,—and 
close your eyes a moment. Do you not 
see a structure? Is it a thing vague— 
a chimera? Do you not see how we 
may build this structure so that retail 
credit will truly became an implement 
of thrift and accumulation, as well as 
a convenience, for our buying public? 
So that it will become a builder of 
volume, a reducer of costs, a source of 
profit, to our merchants? 


To our work, then, with renewed 
energy. Now, while the springtime 
quickens our ambitions and replenishes 
our energy, is the opportune time for 
useful effort. Now will be more hearty 
response to our appeal than in the dog 
days when men are tired. Let us at 
it now, and take pride in every ‘little 
gain. 














A button pressed in the 
credit office causes the 
phone to perforate the 
charge slip thus author- 
izing the charge. 





One of the National Electric 
Credit System charge phones, 
showing charge slip inserted ready 
to be stamped O. K. from the au- 
thorizers’ board. 


The charge phone also 
prints the date on each 











charge check. 
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QHE JONES COMPANY, Chicago, Ill. 
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The Jones Company, Chicago, III. 
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Charge slip after having been authorized by the credit office. 
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National Charge Phones 


ALUABLE time is lost when charge slips are 
sent to some distant point in the store to be 
O K’d and returned. 


With the National Cash Register Charge Phone Sys- 
tem all such delays are avoided. The charge slip is 
O K’d and stamped over the charge telephone by the 
credit office. The slip does not leave the department. 





= It is not mixed up with cash or charge transactions of 
other clerks as is the case when a number of slips are 
a sent back together from some distant point. 


a A customer is not neglected or delayed because the 
" slip is in plain sight of the salesperson while it is being 
O K’d by the credit office, and is thus given prompt 
a attention. 


This is the quickest, safest and 
most satisfactory system for the 
authorization of charges ever 
devised. Investigate it. 
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Legal Suggestions 
By J. L. M. Shetterley 


MINORS 


“Minors are males under twenty-one 
and females under eighteen.” 

“Under this rule a male majority is 
reached in the first minute of the 21st 
birthday, and female majority, in the 
first minute of the 18th birthday.” 

“Contracts made by a minor over 
eighteen years of age may be disaffirmed 
upon restoring the consideration to the 
party from whom it was received, or its 
equivalent.” 

“A minor cannot disafirm a contract 
otherwise valid to pay the reasonable 
value for things necessary for his or her 
support, or that of his or her family, 
entered into by him or her, when not 
under the care of a parent or guardian, 
able to provide for him or her.” 

“The law in its wisdom shields minors 
from their lack of judgment and ex- 
perience and invests in them, under cer- 
tain conditions, the right to disafirm 
their contracts. It is the policy of the 
law to discourage adults from contract- 
ing with infants, and the former may 
not complain if, after a case of this 
violation of the rule of conduct, they are 
injured by the exercise of the right with 
which the law purposely invests the 
latter, nor charge that the infant, in ex- 
ercising the right, is guilty of fraud.” 

“Tf the contract which the infant 
would disafirm was made by him when 
he was over the age of eighteen years, 
he must, as a consideration of the dis- 
affrmance, restore the consideration, or 
its equivalent. This requirement ap- 
plies, however, only to contracts made 
by the minor over the age of eighteen.” 

“A minor under eighteen may dis- 
affirm a contract without restoring, or 
offering to restore, the consideration.” 

From the above you will see that a 
contract made by minors living with 
their parents while they are under 
eighteen, may be disaffirmed, that they 
do not have to return the consideration, 
and that you could obtain no judgment 
against them. 

If they are living with their parents, 
or under their control, you cannot hold 
the parents for such accounts, and there- 
tore | do not believe you can get a 
judgment against any of them.—Credit 
Echocs. 





“The members of the Retail Credit 
Men’s National Association acknowl- 
edge a clear and definite responsibility 
to render service not only with justice, 
but also with the largest possible meas- 
ure of efficiency and true economy; 
efficiency in order that the merit of serv- 
ice may be the greatest, and economy in 
order that the cost of service may be the 


lowest.” —Code of Ethics, R.C.M.N.A. 


A Resolution Passed 
By The National Retail Dry 
Goods Assn. 


Installment Selling 
The resolution reads: 


Whereas, The rapid extension of the 


installment system is a question oc- 
casioning some concern, and whereas 
the National Retail Dry Goods Asso- 
ciation recognizes that inherently there 
is much to be said both in favor and in 


opposition to installment selling; be it 


Resolved, That members of this asso- 
ciation be urged to practice care and 
caution to the end that business condi- 
tions may not suffer as the result of a 
too great and sudden expansion of credit 
conditions; and be it further 


Resolved, That it is the suggestion 
of this Association that in the applica- 
tion of this system to retail distribution 
it be surrounded by every safeguard 
that experience has shown wise in the 
expansion of credit, particularly the 
necessity for the checking of the indiv- 
idual credit of the applicant, a sub- 
stantial down payment in cash and a 
curtailment in the spread of time over 
which the payments are to be made. 


Good Publicity 


The Associated Retail Credit Men of 
Spokane have published the following 
advertisement in attractive display in 
the daily paper: 

The following resolution passed by 
the Associated Retail Credit Men of 
Spokane on February 10, 1926, should 
guide you in the future handling of 
your accounts: 


“Beginning with the month of 
March, 1926, regular members shall 
report to the Spokane Credit Men's 
Rating Bureau, between the first and 
tenth of each month, every account on 


their books that is ninety days past due, 


and in addition thereto, the total 
amount then owing on said account. 
“The secretary of the Association 


shall provide the members with cards 
designated for this purpose, on which 
they shall report the name, address and 
amount of the account.” 


Associated Retail Credit Men 
of Spokane 
Affiliated With the Retail Credit Men’s 


National Assn. 




















National Association Convention 


Los Angeles, August 10-13, 1926 


Leaving St. Louis 1:30 P. M. August 4th 


Albuquerque, New Mexico 
Grand Canyon National Park 


Members’ families and friends are cordially invited to join the 
party. For additional information, Pullman reservations, etc., 
call or address any Santa Fe representative or 


C. N. Merriam 
Chairman Transportation Committee 
Associated Retail Credit Men and Credit Bureau of St. Louis 
416 N. 4th St., St. Louis, Mo. 


E. H. Dallas 
District Passenger Agent 
Santa Fe Railway 
296 Arcade Bldg., St. Louis, Mo. 


Retail Credit Men’s 


Special Train 


visiting en roule 
Colorado Springs 
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What You Can See When You Attend 
The National Convention 
By D. J. Woodlock, Managing Director Retail Credit Men’s Nattonal Assoctation 
The trip to Los Angeles for the 1926 For the sake of brevity, details of grow outdoors in profusion the year 


convention will give members of the 
association a fine opportunity to “See 
America First” without any large extra 
expenditure of time or money. All the 
more famous National Parks—Yellow- 
stone, Glacier, Rainier, Rocky Moun- 
tain, Yosemite, Sequoia, Grand Canyon 
—and other notable scenic places, such 
as the Missions of California, Mt. 
Tamalpais and the San Francisco Bay 
region, the Columbia River Highway, 
and Puget Sound, lie along the route 
to and from the convention and many 
members already are beginning to plan 
how they can take in these attractions 
most advantageously. This article has 
been prepared to tell them some facts 
about stopovers and other privileges 
which will aid them to plan their itin- 
eraries. 


In the first place, it is important to 
understand some of the more technical 
privileges allowed by tourist tickets. 
There is a wide variety of routes to 
choose from and almost any combina- 
tion of these routes can be used for the 
round trip, going one way and return- 
ing a different way, so as to take in as 
much of the country as possible. Fur- 
thermore, transcontinental excursion 
tickets to California usually can be 
routed to include both San Francisco 
and Los Angeles without extra charge. 
In other words, it usually costs no more 
to go to Los Angeles, then to San Fran- 
cisco and return home, than it does to 
go only to Los Angeles and back over 
one route. 


And most important of all, tickets 
to California can be routed through the 
Pacific Northwest in either direction 
for about $20 more than the fare direct 
to Los Angeles and return; this small 
addition to the railroad fare gives a 
thousand miles of scenic travel, making 
the trip a real circuit of the West and 
taking in Portland, Tacoma, Seattle, 
Spokane, snow-capped Shasta, Hood and 
Rainier, the great forests and fertile 
plains of the Pacific Northwest, with 
liberal stopover privileges to visit these 
cities, Rainier National Park, Glacier 
National Park, and Yellowstone Na- 
tional Park. 


Stopovers on these tickets are un- 
usually generous, subject to the final 
expiration date of October 3lst. 


the sightseeing opportunities open to the 
members will be outlined here on the 
assumption that they will go to Los 
Angeles first and continue “looping the 
loop” around the rim of the United 
States from Los Angeles by way of San 
Francisco, Portland and Seattle. Of 
course, this itinerary can be reversed if 
desired and the trip routed through the 
Pacific Northwest to California and 
then home direct over any route. In 
either case the cool summers in Seattle 
and Portland, with their refreshing 
breezes from salt water or snowy moun- 
tains, will make the trip easy and de- 


lightful. 


There are several routes direct to 
California—or returning from Cali- 
fornia as the case may be. Delegates 
can go by way of Colorado, stopping 
off at Denver and Colorado Springs and 
taking time for motor trips to Rocky 
Mountain National Park and Pike’s 
Peak, then going on to Salt Lake City 
for another day of sight-seeing and from 
there direct to Los Angeles. Another 
route runs farther south through New 
Mexico and Arizona, affording oppor- 
tunity for a side trip to Grand Canyon 
National Park. And still another route 
goes still farther south until it touches 
Old Mexico which can be visited by 
stopping off at El Paso and taking a 
street car across the Rio Grande to the 
picturesque city of Juarez; this route 
also connects with the beautiful Apache 
Trail motor trip in Arizona. 


Between Los Angeles and San Fran- 
cisco there are two routes, one up the 
rugged coast and the other inland 
through the San Joaquin Valley, center 
of the world’s raisin industry. The lat- 
ter route goes within easy reach of 
Sequoia National Park, the Park of the 
Big Trees, oldest and largest of all liv- 
ing things, and also within reach of 
Yosemite National Park, famed for its 
valley of wonderful cliffs and water- 


falls. 


The trip from San Francisco to Port- 
land includes a wonderful view of 
snow-capped Mt. Shasta, more than 
14,000 feet high. Portland is a modern 
metropolis of several hundred thousand 
population, the largest wheat and lum- 
ber shipping port in the United States, 
and famed as the City of Roses which 


‘round. Passengers should stop off at 
Portland to take a drive over the Co- 
lumbia River Highway, one of the 
world’s most scenic roads. 


Seattle is just six hours by train from 
Portland, a wonderful city of half a 
million where mountains and ocean 
meet. It is a rare experience to stand 
at sea level and look up 14,500 feet to 
the stupendous bulk of Mt. Rainier 
rearing its snowy head through the 
clouds. Paradise Valley, 5,500 feet up 
the mountain, is just a day’s motor trip 
from either Seattle or Tacoma, the lat- 
ter being situated just one hour south 
of Seattle on Puget Sound. 


Visitors to Portland, Tacoma and 
Seattle, will enjoy gastronomic as well 
as scenic treats—fresh salmon, the deli- 
cious tiny Olympia oysters, berries of 
astonishing size and juiciness, fresh 
prunes, cherries, and apples in season, 
for this region is prolific in producing 
for everyday consumption what people 
of other sections know as delicacies. 


Seattle is one of the great ports of 
the world and ships of all nations visit 
her harbor. The industries of the city 
are varied. 

Just overnight from Seattle is Spo- 
kane, the metropolis of the Inland Em- 
pire, dominating the great agricultural 
territory of Washington and Idaho. In 
the region of Spokane travelers will see 
great ranches which are emblematic of 
the West. 

Yellowstone 
Glacier 


National Park and 
National Park, two of the 
world’s finest scenic treats, remain to 
be listed. They are so universally 
known that any lengthy mention is un- 
necessary. Yellowstone is the most 
varied and finest collection of volcanic 
phenomena known to man, consisting of 
beautiful geysers (the most famous be- 
ing Old Faithful, Mammoth, Hot 
Springs) the Grand Canyon of the 
Yellowstone River which owes its un- 
rivalled coloring to the internal fires of 
the earth, boiling “paint pots,” and a 
mountain of volcanic glass. There is 
no other spectacle on earth like Yel- 
lowstone. Comfortable motor cars 
carry visitors around the Park on con- 
venient schedules. Equally beautiful as 
the attractions inside Yellowstone is the 
famous Cody Road connecting the rail- 
road terminal with the East entrance of 
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the Park, a 90-mile trip through Sho- 
shone Canyon by way of Sheshone Lake, 
which is included free in the tour of 
the Park to visitors entering or leaving 
by the Cody Gateway. 

Glacier National Park is a glacial re- 
gion of emerald lakes and jagged granite 
peaks in contrast to the volcanic spec- 
tacle of Yellowstone. Motor, saddle 
and boat strips are available to suit the 
amount of time the traveler wants to 
spend. 

After such a circuit, the tourist can 
really say, “I have seen the West.” 
Unless the entire loop is traveled, an- 
other trip will be necessary, for the 
various scenic attractions do not dupli- 
cate one another and he has not seen 
America who has not seen them all. 





Knowledge All Important in 
Handling Credits 

At the Duluth Conference of Retail 
Credit Men, Mr. Milton J. Solon, 
Credit Manager of the Dayton Com- 
pany of Minneapolis made these re- 
marks: 

“Handling of retail credit terms has 
become increasingly important. Credit 
has made great strides since about 15 
years ago. Up to this time, credit was 
never considered in a national aspect as 
it is today. 

Based on Co-operation 

“Then there was no co-operation,” 
he continued, “no contact, and none 
of the personal friendship of today. 
The whole structure of credit is based 
upon co-operation and the free exchange 
of information. 

“There is, however, room for much 
more development. The credit struc- 
ture is by no means perfect. We are 
a long ways from it. Today, it has 
become a science, even an art, a busi- 
ness all by itself; and it must be stud- 
ied. 

“And I am inclined to believe we 
don’t give the thought and care to our 
credit departments that we should, for 
credit in retailing today has gained a 
permanent place. In nearly every phase 
of retail merchandising, credit appears 
in some form or other. Yet many mer- 
chants are reluctant to encourage and 
increase their credit volume because 
they are unprepared. 

Sound Policy a Necessity 

“There are two things to consider 
for good credit today. They are, first, 
a sound policy based upon good prin- 
ciples. Second, a knowledge of credits 
and recognition of the fact that correct 
handling of credits is vital to business. 

“If these things are kept in mind, 
retail credits can be used as a stimu- 
lant to business, and not a drag. Bear 
in mind you must be prepared, and 
you must know credits before you go 
out after business,” 

















Special Binders 
For the Credit World 


File Your Magazines For Ready Reference 


Save each issue of the Credit World. Use it 
for reference when you want credit information. 


With this handy binder you can build a credit 
reference file—with any issue of the Credit 
World at your finger tips. 


Durably bound in gray canvas it is equipped 
with handy strip fasteners which do not cut 
or mar the magazines. No punching necessary 
—no trouble to insert magazines or remove 
them. 


The Supply is Limited—Get Yours Today 


While They Last—$1.00 Postpaid 


Retail Credit Men’s 


National Association 


Equitable Building 
SAINT LOUIS 
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Local Association 


Talkes Addresses Atlantic City 
Chamber of Commerce 


Stephen H. Talkes, Secretary of the 
Associated Retail Credit Men of Wash- 
ington and Vice-Chairman of the 
Credit Service Exchange Division of 
the Retail Credit Men’s National As- 
sociation, addressed the Chamber of 
Commerce Forum in Atlantic City, 
New Jersey, on Thursday, February 
25th, 1926 his subject being, “The 
Credit Bureau and its Operation.” 
The Atlantic City Chamber of Com- 
merce will hold a series of meetings 
relative to the development of credit 
reporting in their city, and this address 
is part of the program. 

Mr. Talkes is well qualified to speak 
on this subject as he has been instru- 
mental in organizing credit bureaus in 
cities on the Atlantic Seaboard during 
the past five years. 





Lake Superior District 
Conference Discusses Individual 
Bankruptcy and Installment 
Selling 


The first Conference of the Lake 
Superior District he'd in Duluth, Feb- 
ruary 13, was a decided success. One 
hundred and fifty attended and voted 
to make the Conference an annual af- 
fair. ‘The success of the meeting was 
due to the efforts of Chairman W. B. 
Brinkman and the Retail Credit Men’s 
Association’ of Duluth. 

H. W. Hoklas of Minneapolis was 
elected President of the Conference or- 
ganization and with the other officers 
will select the time and place for the 
next meeting. 





New York State Conference a 
Success 


One hundred and twenty credit men 
and women from all parts of New York 
State attended the annual conference at 
Rochester, February 12.  Arrange- 
ments for the meeting were made by 
Edward E. Ott, President, and a com- 
mittee of the Rochester Retail Credit 
Men’s Association. The principal ad- 
dresses were made by J. H. Edgerton, 
McCreery & Co., New York; Douglas 
Drummond, Dey Brothers, Rochester ; 
Geo. L. Edmonds, The Wallace Com- 
pany, Schenectady; J. Gordon Ross, 
Rochester Gas & Electric Company, 
Rochester; National President R. W. 
Watson, and Past-President Sidney E. 
Blandford. The next conference will 
be held in Auburn on February 21 and 
22, 1927. 


Sarasota, Florida, 100% National 


The Merchants’ Association and 
Credit Bureau of Sarasota, Florida, on 
February 8, voted to make their organ- 
ization 100% National by requiring 
each member to take out National mem- 
bership. ‘The progressive merchants of 
Sarasota realize the value of a nation- 
wide co-operation among retailers to 
eliminate the undesirable. 





John J. Hayes Dead 


Mr. John J. Hayes, Credit 
Manager Diamond Ice & Coal 
Company, and President of the 
Retail Credit Men’s Associa- 


tion of Wilmington, Delaware 
died on February 20. 
Mr. Royden C. Bryan of the 


Morris Plan Bank succeeds 
Mr. Hayes as President of the 
Wilmington local. 








Boston Retail Credit Men Hold 
Monthly Meeting 

At the recent monthly meeting and 
dinner of the Retail Credit Men’s As- 
sociation at the Hotel Westminster a 
general discussion of retail credit expe- 
rience was held, at which the quiz 
masters were J. J. McCarthy of the 
E. T. Slattery Co., and J. F. Madden, 
of the Chandler Co. 


F. C. Gorman, attorney of the as- 
sociation, spoke on the “Advantages of 
Well Prepared Cases in Court Collec- 
tion and Why Poorly Prepared Cases 
Fail.” At the next meeting the an- 
nual election of officers will take place. 





Dallas Association Active 


The Dallas, Texas Association, under 
its new president, Sam Hymes, is in- 
creasing the attendance and interest of 
its members by a series of discussions on 
topics of current interest to credit men. 


At several meetings, the question of 
installment sales was taken up and, in 
addition to two well prepared papers, 
the general discussion which followed 
their presentation was both interesting 
and instructive. 


Other live problems will be taken up 
at future meetings, and it is hoped that 
the attendance will continue to improve. 


News 


Montana State Meeting 


On January 12-13-14, retail mer- 
chants and credit men from all corners 
of Montana met at Livingston under 
the auspices of the Commercial Service 
Association, which from a single re- 
porting bureau has developed into a 
state-wide organization due to the éf- 
forts of Floyd J. Habein of Livingston. 
President Watson of the R. C. M. N. 
A. made an interesting address at the 
evening Banquet attended by several 


hundred. 





Portland, Maine, Association 
Opposed to Direct Inquiry 


The Portland (Maine) Credit Men’s 
Association has gone on record as op- 
posed to the Direct Inquiry about mem- 
bers either locally or out of town and 
issued a bulletin setting forth their rea- 
sons. Miss Mabel Osborne Stewart is 
Secretary of the Association. 





Some Effects of the Coal Strike 


“Tt is estimated that 85 per cent of 
the higher-paid miners own automo- 
biles, all of which are purchased on the 
instalment plan. When the strike 
came, the finance companies reclaimed 
the cars because of the lapse in pay- 
ments and stored them in garages. In 
one building there were nearly 400 cars 
in storage. The finance companies are 
now selling these cars back to the min- 
ers, who will be permitted to resume 
payments where they left off, rather 
than dump the cars on the secondhand 
market. Radio and furniture dealers 
for the most part allowed the miners 
to keep goods purchased on the instal- 
ment plan. The dealers report on the 
basis of experience that only a small 
proportion of the miners will neglect 
to renew their payments. 


“Two department store managers in 
Wilkes-Barre reported that charge ac- 
count sales fell off very little and dur- 
ing the first three months of the strike 
they considered their trade normal. In 
December, their cash business fell off 


. about 10 per cent and, in January, 30 


per cent. A Scranton department store 
proprietor found that his cash sales 
dropped off during the strike at an 
average of 15 per cent while his charge 
sales rose one per cent. The usual in- 
crease of growth had been 10 per cent 
heretofore. Collections at this estab- 
lishment were reduced by only one per 
cent.” 


— From a Local Bulletin 
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The Ambassador Hotel, Los Angeles, California 





Convention Center 
for the 


Retail Credit Men’s National Association| 


August 10-13, 1926 





cA Hotel Built For Conventions 


Convention sessions in the Fiesta Ball Room; Dancing in Cocoa- 
nut Grove; Swimming in the Ambassador marble-tiled pool, 
canopied in roses and wistaria; Dining in banquet halls where 


beauties of the silver screen come to life. 
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Where Do The Film Folks Go? 


‘We want to see the motion picture stars in real life!” 


—_—— 
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This is always the first demand of 
visitors in Los Angeles, and the answer 
is always ‘““You will find them at the 
Ambassador.”’ For that is where they 
congregate to dine and dance. It is there, 
in the far-famed Cocoanut Grove, that 
film beauties and dashing heroes of the 
screen are to be seen in real life. It is 
there that the world’s most beautiful 
women parade in their flashing jewels 
and magnificent gowns, turning the place 
into one of the recognized fashion centers 
of the country. 


They dance, too, in the “‘fiesta ball- 
room,” but during the convention of the 
Retail Credit Men’s National Associa- 
tion this room will be used solely as a 
convention hall. ‘This room was espe- 
cially built and decorated to provide 
visitors with real Spanish ‘‘atmosphere,”’ 
and with its stately, fluted columns, its 


spaces of tile work floor, its hedges of 
clipped box and palms, it reflects the 
out-of-door spirit of the west, of South- 
ern California. 


The Ambassador Hotel is situated on 
Wilshire Boulevard, the highway that 
leads from the very heart of the city to 
the sea. It is surrounded by beautiful 
lawns and gardens, and affords ample 
opportunities for conducting a conven- 
tion that will never be forgotten by those 
who attend. For those who desire ac- 
commodations down town the Alex- 
andria offers equal attractions, while 
those who would rather get away from 
the center of the city will delight in the 
Rancho Golf Club; in the gardens and 
spacious walks of the Ambassador; in 
its swimming pool by day time and its 
vine draped verandas in the cool August 
evenings. 





All Roads Lead to Los Angeles and the 
Ambassador in August 


From there many fascinating excur- 
sions may be made to the sea and along 
the coast, or to the mountains crowned 
with famous resorts. 

Catalina—the magic island where fly- 
ing fish and mermaids abound—invites 
the traveler. 





Hotel Rates 


The cAmbassador 


$4.50 a day per person, two in twin bedded rooms 
with connecting bath. 


$4.00 a day per person, three in rooms with connecting 
bath. 


$7.00 a day per person in room with single bath. 
$10.00 a day for twin bedded rooms with private baths. 


The Alexandria 


$3.00 a day per person, two in room with bath. 
$4.00 a day for one person in room with bath. 




















Mt. Lowe, resting in the clouds at the 
head of one of the greatest scenic rail- 
roads (a most thrilling ascent! ) provides 
a bird’s eye view of Southern California 
and the near-by mountain peaks of 
Mexico. 


Thousands of miles of shining high- 
ways wind through scented orange 
groves and roses, carrying the visitor into 
the very heart of California beauty. 


These are but highlights of the joys 
awaiting all travelers who follow the 
roads to Los Angeles and the Ambassa- 
dor in August. 


You can make your reservations by 
writing to 


W. W. WEIR 
Care of Retail Merchants Credit 
Association 
Los Angeles, Cal. 
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The Value of Retail Credit as Viewed 
By a Retail Merchant 


(Continued from page 6) 


seven hundred and fifty-two women. 
We made a list of nearly five hundred 
women, who regularly had one girl in 
the department who served her, and we 
gave these salesgirls a list of these 
ladies’ names and we said to them, 
“Now, the next time Mrs. Jones comes 
in, after you have finished with her, go, 
yourself, into the millinery department 
and show her some of the millinery that 
we have here, make a point of contact 
for her in that department, and do the 
same thing with the corsets and with the 
underwear department, if possible.” 
You know, we began to see results al- 
most immediately. 


If you have a woman in your store 
who is in the habit of buying dresses 
and she is consistently buying dresses 
in your store, she has an account in your 
store and that is all she is buying in 
your store, you can gamble that she is 
buying dresses in your store because she 
thinks she is getting better value, bet- 
ter style, she is better pleased, but prob- 
ably because she is being served by a 
girl in that department who pleases her. 
She is a logical prospect for every other 
department in your store that carries 
merchandise: which she uses and which 
she requires. She is a logical prospect 
for your millinery department, she is 
a logical prospect for your shoe depart- 
ment, she is a logical prospect for any 
number of departments in your store, 
and she is waiting for you to ask her to 
buy merchandise in those departments. 


You cannot broadcast that through 
the newspapers, you can send her a per- 
sonal appeal, but no sales manager in 
the world, no advertising manager in 
the world, can get that information 
without the co-operation of the Credit 
Department. So then, I believe that 
you can increase the volume of your 
stores profitably, not only by increasing 
the number of accounts but by increas- 
ing the number of departments in which 
customers buy. I do not know how 
many of you have the facilities at your 
command to make such an analysis, but 
I do know this, that any credit manager 
has the facilities at his command to 
pick out the outstanding cases in his 
stores; and if he does not do anything 
but that, he will be able to increase his 
store’s volume materially. 


You know, it is a very interesting 
thing, you only need to increase a 
store’s volume by ten per cent to double 
the profit, providing you do certain 
other things. If you can increase the 


said, “No, I haven’t.” 


volume of your store by ten per cent, 
without any more rent, without any 
more overhead except the overhead that 
is incident to wrapping packages, twine 
and so forth and so on, you will double 
the net profit of that business. Now, 
there is not a store in the country that 
cannot do ten per cent more business, 
without adding another sales person 
and without any more overhead, with- 
out carrying one dollar’s worth more 
of stock; it will turn its stock just that 
much faster, if the right effort is 
brought to bear. 


The trouble is, we too rapidly in- 
crease our expense when we increase our 
volume ; but if you can get more people 
coming into your store, into more de- 
partments of your store, without spend- 
ing more for advertising, without spend- 
ing more for rent, without carrying 
more stock, as I have mentioned, you 
will double the net profit in any store 
in the country. 


So then, you see how important this 
little thing is, you are going to use the 
facts that are at your command and 
you are the only one who has those 
facts, your Credit Department is the 
only one that can get those facts with 
the co-operation of other departments, 
and if you use those facts more intelli- 
gently, you are going to have some new 
ideas to increase the volume of your 
business, 


I think that too few of us pay at- 
tention to the accounts that are inac- 
tive. I know it is quite the custom 
to write them a nice little letter, tell 
them you are sorry you have not seen 
them, etc. and I think that is of value, 
but I do not think we get down far 
enough. 


I remember a friend of mine who 
was quite distressed by the number of 
accounts that were being closed. He 
asked me what he was to do about it, 
and I said, “How do I know? Why 
are they being closed?” He said, 
“That is what I want to know.” I 
said, “Have you asked any of them 
why they closed their accounts?” He 
I said, “There 
is only one way to find out, that is 
not letters, not telephones, it is for a 
man in this institution, an executive of 
authority to go out and interview these 
people.” The superintendent of the 
store volunteered to do the job, they 
gave him the facts and he went out 
and interviewed a large number of peo- 
ple, and, do you know, that nearly 


forty per cent of the people had closed 
their accounts because of trouble with 
the credit office. It simmered itself 
down very largely to discourtesy at the 
credit office. 


When they came right down to hard 
facts, they found the trouble existed 
because of so many inaccuracies in their 
bills, merchandise that should have been 
credited was not credited, and when 
they got down to find out why that 
was not done, they found that failing 
to put the credit through was due to 
sales people, who took the merchandise 
back and did not see that a credit was 
put in, because they were on a bonus 
plan of payment and they held them 
over. They changed their method of 
putting in credit and took all authority 
away from the sales person, she could 
not even unwrap a package. I do not 
suppose there is a store here represented 
that uses that old method, but there 
are other things, perhaps, that the credit 
department is doing that is driving cus- 
tomers away. 


I think that I have told you what 
value the merchant puts into a retail 
charge account. He is only interested 
in that retail charge account just in 
so far as it increases profitably the vol- 
ume of his business. The credit de- 
partment of a department store, as | 
have seen it in the last few years, has 
not been a producing department; it 
has been an expense account, pure and 
simple. You have in your hands the 
opportunity of showing your superiors 
that the credit department is not an ex- 
pense account. You have that oppor- 
tunity by showing him that you can 
increase, profitably, the number of ac- 
counts that you handle. 


‘Now, I just want to say a word 
there. There are many people who are 
constantly purchasing merchandise in 
your stores for cash, and they are do- 
ing it week after week and month after 
month, and you do not know a thing 
about it. They get less consideration 
from you than the woman who has an 
account, because they have no identity, 
and yet it is a plain business proposi- 
tion that the man who pays his bills 
by cash gets better terms and gets more 
consideration than the man who hangs 
you up for thirty to ninety days. 


I think there are plenty of ways that 
the credit department can ascertain the 
people who are buying merchandise reg- 
ularly in your store for cash. If you 


haven’t any other way of finding it out, 
.use the delivery department, and a care- 
ful analysis made over a period of five 
or six months would probably show you 
a way of increasing your charge ac- 
counts at least ten per cent, and prof- 
itably. 
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Keeping the Customer Within His 


Credit Limit 


Pertinent Paragraphs from Credit Authorities in Birmingham, Alabama 


When a good customer is permitted 
to overstep his bounds of credit, has in- 
curred more debts than he can meet at 
the end of the month—who is to blame? 
The lenient attitude of the credit man 
—or the too aggressive spirit of the 
salesman on the ground floor, who, 
working on a commission, frequently 
sells the customer more than his salary 
should justify? 


Here is a problem that should be 
tactfully handled, for in many cases the 
customer is not alone to blame. In some 
instances, a prompt pay man is per- 
mitted to slump into the “slow pay” 
class, simply because frequently the pro- 
prietor or salesman has encouraged him 
to buy more than he can pay for—such 
is often the case around the holiday sea- 
son, when every merchant is imbued 
with the spirit of swelling his sales to 
the maximum and to reduce his stock 
to a minimum for inventory time. The 
following are a few answers to this 
vital question, from the banker’s view- 
point as well as the credit man’s, 





W. W. Gard 
Pres. Brotherhood Locomotive Engi- 
neers Bank & Trust Co. 


If a physician were called in a case 
of, say, anemia, to administer an injec- 
tion of blood or red corpuscles or a tox- 
in to cause a reaction to rebuild the 
red corpuscles in the blood you would 
expect the physician to make a complete 
examination, ascertain the exact condi- 
tion of the patient and apply such cor- 
rective measures as the emaciated condi- 
tion would warrant. No more—no less. 
It stands to reason that a dose or doses 
in too small quantities might not re- 
lieve or benefit the condition, while an 
overdose might, and usually does, prove 
fatal. 


A person really requiring and request- 
ing credit is financially anemic, which 
condition, if a condition does exist, needs 
corrective attention. This corrective 
attention must be applied in a thorough 
and profusive manner, not haphazard 
lest the patient be fatally injured. 


The trouble with our present age is 
that this corrective financial measure 
called “Credit” is too often applied in 
every imaginable manner but the way 
it should. 


Downstairs the salesman, who is 
frequently paid on his volume of sales 
is pumping credit into some poor in- 
dividual who is so weak financially that 
he could well be termed a “financial 
cadaver.” This individual, already 
pauperized by overflowing credit, trades 
at a full dozen stores each with a sales- 
man pumping him full of goods on time 
—‘“pay as you consume.” Upstairs is 
the credit man whose reputation is based 
on “his” losses. By the time the credit 
man has been able to break through the 
“crust” of this “financial cadaver” he 
finds to his dismay the patient has “fin- 
ancial tuberculosis” and the whole fiasco 
ends in the “financial infirmary” called 
the “Bankrupt Court.” 


A good portion of the credit extended 
today does not stimulate and make closer 
and more conservative buyers and better 
payers but it works just the opposite by 
sustaining and nurturing a wide circle 
of financial delinquents. 

Our whole method must change. 





W. A. O’Hara 
Credit Mgr. Hirsch Millinery Co. 


Like so many other credit problems, 
keeping a customer within their credit 
limit can have no set rule—different in- 
dividuals requiring different handling. 
The usual plan that I adopt is this: If 
a customer has reached his credit limit 
and should come in and make a small 
“take with” purchase I will pass a 
charge and write a letter calling atten- 
tion to oversight of buying on an ac- 
count that has already exceeded the 
credit limit or is past due and asking 
for a substantial payment on the account 
before another charge is made. If the 
charge is large and is to be sent out on 
delivery I may hold the article and write 
asking for settlement of account before 
last charge is sent out. However, if 
the charge is large and the customer 
wishes to “take with” then they must 
be called to the office and interviewed 
as tactfully as possible with the view to 
getting a settlement of the account be- 
fore delivering the last purchase. 


Operating under the above plan I 
have been able to handle such matters 
without offending anyone—unless it 
was a customer who was trying to run 


the account up with the intention of 
“beating” you and then we don’t care 
if they do become offended. 





W. V. Trammell 
Birmingham Merchant 
Association 


Sec. Credit 


The most effective corrective measure 
is a plan adopted by a certain store that 
checks through their ledgers each month 
and asks credit reports on every cus- 
tomer who shows the least tendency to 
overbuy ; or who exceeds his credit limit. 

This works advantageously for every 
one interested in such an account, as it 
enables the Credit Bureau through their 
“watch service” department to send a 
copy of the report to each creditor, 
where the debtor’s condition shows over- 
buying or other weakness. 





Paul Vaughan 
Credit Mgr. Loveman, Joseph & Loeb 


It is difficult to set an exact limit for 
any customer; circumstances sometimes 
should permit a customer to exceed his 
usual credit limit; for instance, a man 
may desire to purchase the entire trous- 
seau for his daughter’s wedding at one 
particular store, such a case means un- 
usual heavy purchases—should not the 
limit be strained a bit? 

We make it a set rule in the cases 
of the chronic slow pay type, to ask for 
a complete settlement of the previous 
month’s bill, before charge purchases 
are O. K.’d on the following month. 
We make it a point to inform such cus- 
tomers in writing, thus eliminating any 
embarrassment on the part of the cus- 
tomer. But even this rule, at certain 
times must be modified to conform to 
special conditions that might arise. 

— Reprinted from * Billy Dues” 





Retail Merchants of St. Joseph, 
Mo. Back Up Their Credit 
Bureau 


The St. Joseph Gazette of Sunday, 
February 21, devoted a full page to an 
interesting write-up of the Retail Mer- 
chants Credit Bureau, of which Mr. 
W. Z. McNeil is Manager, giving a 
detailed account of its operation and 
showing cuts of the various offices and 
departments. The bureau was organ- 


ized in 1920 and has over 300 members. 
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Report of ‘Tri-State Conference 
Detroit Mich., Feb. 8-9, 1926 


The Tri-State Conference, held in 
Detroit, February 8 and 9, assumed the 
importance of a national convention. 
Three hundred and fifty credit men and 
women from Michigan, Ohio and In- 
diana attended, and from the time Mr. 
R. B. Chaffee, President of the Retail 
Credit Men’s Association of Detroit 
welcomed the delegates, until the close 
of the meeting, there was an intensive 
study of retail credit problems. That 
the program was interesting was evi- 
dent, because the delegates remained in 
the hall. Mr. E. B. Schick, Credit 
Manager of Crowley Milner Company 
of Detroit was Chairman and, with 
Managing Director Woodlock, con- 
ducted the “Open Forum”’ discussions. 
Almost a whole day was devoted to in- 
stallment selling, a remarkable feature 
being that the meeting was almost 
unanimous in endorsing the soundness 
of installment business conducted in 
proper credit lines, believing the abuse 
of, and competition on terms were the 
things which make installment selling 
unsound, 


The Detroit Association provided en- 
tertainment after business sessions 
which were greatly appreciated. <A 
smoker for the men and a theater party 
for the ladies was the Monday night 
feature and a Banquet at the Book 


Cadillac Hotel attended by six hundred 
Tuesday night. The Toastmaster, Mr. 
R. B. Chaffee, Credit Manager of the 
Ernst Kern Company proved a most 
witty and entertaining host. Talks 
were made by National President R. 
W. Watson, of Spokane, Washington, 
Vice President E. B. Heller of St. 
Louis and Managing Director D. J. 
Woodlock. The speaker of the evening 
kept the audience in a continuous roar 
of laughter for an hour. Dancing, 
with wonderful electrical lighting ef- 


fects, followed. It was voted the best 
conference ever held. 





Retail Credit Men See Nothing 
Wrong with Installment Selling 
if Properly Handled 


At the Tri-State Conference of Re- 
tail Credit Men held in Detroit under 
the auspices of the Retail Credit Men’s 
National Association, over three hun- 
dred credit grantors spent several 
hours in a discussion of Installment Sell- 
ing and expressed considerable disap- 
proval ot the hue and cry of whole- 
salers, bankers and others as regards 
the unsound economic features of In- 
stallment Selling. The following re- 
solution was passed with but one dis- 
senting vote. 











The Wholesale Association of Credit 
Men was criticized for laying all the 
blame for the evils of Installment Sell- 
ing upon the retailer and it was pointed 
out the plan of selling clothing, shoes 
and perishable merchandise was first 
advanced by manufacturers desirous of 
increasing output. 


The resolution follows: 


The Installment Resolution adopted 
by the Tri-State Conference of the R. 
C.M.N.A., Detroit, Feb. 9, 1926. 


“Whereas the deferred payment plan 
of retail distribution of merchandise has 
been a subject of nation-wide discus- 
sion and has been subjected to a search- 
ing analysis and, in many instances has 
been viewed with alarm and distrust, 


and as a problem fraught with economic 
difficulties ; and 


“Whereas the alarm and distrust is 
not without foundation, owing to the 
practices that have developed without 
consideration for its application as a 
legitimate means or retail distribution 
and service, having in so many instances 
the thought only of increased volume 
without consideration for the interests 
of the purchasing public whose welfare 
must be conserved if business is to con- 
tinue; and 


“Whereas the situation as applied to 
deferred payment has in many instances 
and in many cities developed into com- 
petition in terms; 

“Be it resolved: That it is the con- 
sensus of opinion of the tri-state confer- 








Banquet—Tri-State Conference, Detroit, Mich., Feb. 9, 1925 
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ence of the States of Michigan, Ohio 
and Indiana, in meeting assembled at 
the Hotel Statler, Detroit, Mich., Feb. 
8-9, 1926, that. the deferred payment 
plan is sound economically; that it con- 
tributes to the better welfare of the 
American home; that it makes possible 
the purchase of household utilities, light- 
ening the burdens of the housewife that 
could not otherwise be obtained; that 
it contributes materially to the happiness 
and contentment of the American people 
on which the stability of the Nation de- 
pends; that this plan of selling is equal- 
ly profitable with cash and regular 
charge business to the merchants in the 
increase of volume; that it naturally 
provides the personal contact of the 
store personnel with new customers who 
are retained by this service which 
pleases them, meets their requirements 
and promotes a desire in them to con- 
tinue to trade where such service is 
rendered; that it does not lower the 
dignity of any class of merchandising so 
long and in so far as it is ethically con- 
ducted in fair and sound competition ; 
and the losses involved in this plan of 
payment are not and will not be any 
greater than through the ordinary chan- 
nels of retail credit business. 


“This convention urges the merchants 
of the country to find and establish more 
uniform methods of control in operation 
which will eliminate the possibility of 
competition in terms, and minimize the 
possibility of over-buying.” 





Southern Conference Scheduled 
for March 15th 


As this issue goes to press, Knoxville 
Credit Men are putting the finishing 
touches on their plans for the Second 
Southern Conference, which is being 
held in Knoxville, Tenn., Mar. 15th 
and 16th. 


This promises to be an outstanding 
Conference. All credit grantors and 
bureau managers south of the Ohio 
River and east of the Mississippi have 
been invited and an unusually fine pro- 
gram has been arranged. 


Five National Officers will be pres- 
ent: Vice-President Heller, Directors 
Goldschmid and Karpeles, Managing 
Director Woodlock and _ Secretary 
Truesdale of the Service Division. 


Dewey W. George, the capable sec- 
retary of the Knoxville Association 
(and. better known as the man who 
carried off all the membership trophies 
at our last convention), is in charge of 
arrangements. 


A full report of the Conference will 
appear in our April issue. 


Retail Credit Men of Iowa Begin 
Drive to Amend Laws 


For many years the Retail Merchants 
of Iowa have known they were not 
sufficiently protected from fraud under 
the State Laws relating to garnishment, 
liens, exemption, etc.; but, though 
numerous attempts have been made to 
revise the laws, nothing has been ac- 
complished. Now the Retail Credit 
Men of the state, with a committee 
composed of W. C. Slotsky of Sioux 
City, Chairman, C. H. Gimer of Des 
Moines E. G. McIntyre, C. H. Bry- 
ant, H. M. Nielson of Des Moines, 
Helen I. Croul of Davenport, Jos. 
Spengler of Cedar Rapids, Milton 
Goldman of Des Moines and John 
Beno of Council Bluffs, have under- 
taken to draft a law which will be fair 
and equitable to all concerned and pro- 
pose to present it to the Legislature for 
adoption. 


Various state organizations have been 
asked to pass the following resolution 
and it was adopted by the State Cloth- 
iers Association without a dissenting 
vote. 


WHEREAS, the present economic 
situation in Iowa necessitates a revision 
of the exemption laws of the State of 
Iowa, _and 


WHEREAS, it is necessary to sub- 
ject at least a small portion of a mar- 
ried man’s earnings to garnishment to 
alleviate the existing bad credit situa- 
tion and to bring about a reduction of 
prices on merchandise, and 


WHEREAS, the State of Iowa is 
one of few states having an exemption 
law in its present form with respect to 
earnings of a married man, and 


WHEREAS, a bill subjecting a 
small portion of a married man’s ear- 
nings to garnishment is to be introduced 
at the next session of the legislature of 
Iowa. 


NOW THEREFORE BE IT RE- 
SOLVED THAT, the............. 


1926, go on record as being in favor of 
the said bill and that the Secretary 
be instructed to give the necessary sup- 
port and cooperation in behalf of this 
legislation. In support of this resolu- 
tion and in opposition to the present ex- 
emption law, the following reasons are 
given: 

1. That the exemption law in its 
present form protects the dishonest per- 
son, who makes purchases with the in- 
tention to evade payment for the same. 


2. That it encourages extravagance. 


3. That those paying their bills punc- 
tually are obliged to pay more for their 
merchandise as a result of bad credits. 


4. That the merchant has 
limited protection on his accounts. 


BE IT FURTHER RESOLVED 
THAT, a copy of this resolution be 
sent to the members of both houses of 
the Legislature and a copy of the same 


only 


be spread upon the minutes of the 
Association. 

EE MG 466-4354 6006n00ne day of 
eh aeeus on bee dnds ike A. D. 1926. 


ee 


Managing Director Woodlock has 
assured Chairman Slotsky the National 
organization is back of its lowa mem- 
bers 100% and will do all it can to 
provide the same safeguards for the 
Credit Grantors in Iowa as we have 
in other states. 





Road Signs to Boost Good Credit 


The Mesa County Credit Association 
of Grand Junction, Colorado, are keep- 
ing their name constantly before the 
public by placing one hundred metal 
signs on telegraph poles along the most 
traveled roads throughout the country. 
Made of black iron with yellow letter- 
ing within a red circle, they catch the 
eye. 


This cut is a sample of one of the 
signs. The reading matter on each is 
different and brings home some good 
credit policy. The idea was original 
with Mr. A. B. Sanders, Manager of 
the Association. 
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An Efficient Card Record 
Collection System 
(Continued from page 8) 


previous. 
the account and of the previous collec- 


The accurate transcript of 


tion effort is there on the card. It is 
not necessary to trust to memory or to 
get out cumbersome files as the actual 
copies of the letters actually sent the 
customer are filed separately. 

The collection card may be brought 
into play at any time desired before it 
is reached in the above outlined pro- 
cedure aimed at the ordinary slow ac- 
count. At any time the bookkeeper 
notices overbuying or an account going 
over the limit, it is reported and the 
card may be immediately brought to 
date at the discretion of the credit man, 
and collection begun. An _ account 
closed for any reason whatever is 
brought to date and the collection fol- 
lowed according to its merits. The 
credit adjustment clerk notes unusual 
adjustments on the card if the collec- 
tion is held up due to irregularies of 
that nature. Special arrangements as 
to terms are noted on the card at the 
time of sale. 

As many losses are due to overbuy- 
ing or inability of customer to gauge 
paying power, our collection card sys- 
tem containing the occupation of the 
customer lends itself to discovering 
changes of addresses, occupation, etc. 
If credit has been extended, say, to a 
woman office worker on the basis of her 
employment and we find by phoning 
her that she is no longer there the 
account may be closed until further evi- 
dence of credit worthiness has been ad- 
vanced. In a city like ours, where 
changes of residence and business ad- 
dress are so frequent, the keeping open 
of two avenues of tracing information 
(namely, business and residence) can- 
not be overestimated. 

When the collection card is active, 
or is being used as the collection guide, 
the account cannot be inactive and 
needs no circular to revive the account. 
The inactive collection cards are the 
mailing list for circularizing inactive 
accounts. Closed accounts easily dis- 
tinguishable from the collection card 
are not circularized. A separate mail- 
ing list is maintained by the advertis- 
ing department for general circulariza- 
tion. 

A brief discussion of the above card- 
control collection system will now be 
undertaken. 

A skeleton card is immediately avail- 
able and carries the necessary identify- 
ing information. It needs only to be 
brought to date. It provides a per- 


manent record of past difficulties in 
dealing with a customer. No need to 
resort to memory or to accept the later 
excuses of the customer. You can read 
his record to him when necessary as it 
contains a history of previous dealings. 
The card is made at no expense save 
stationery, being a copy of a necessary 
operation of inquiring for a credit re- 
port from the local association. In its 
get-up, it fits perfectly into the uniform 
files since it is 3 x 5. It dovetails into 
the record of the credit association, 
which standardization is good office sys- 
tem. If a customer wants to discuss 
the standing of an account, it may be 
done from the instantly available col- 
lection card if it is active and the oper- 
ation of billing need not be interrupted 
due to the ledger lying on the desk of 
the credit man. The collection infor- 
mation is concise, as abbreviations are 
used, and the actual copies of letters, 
seldom referred to, are filed separately. 
A duplicate credit record is thus avail- 
able on weak accounts when an original 
record has been misfiled. The nota- 
tions on it are a guide to determining 
credit worthiness, or if the account is 
unsatisfactory or unprofitable indicates 
whether the account may be continued 
or stopped permanently. The record 
is available to any attendant of the 
credit office and none of the informa- 
tion is carried in the head of any one 
person to whom an account must be 
referred for action. Detrimental in- 
formation has immediately been made 
use of and the card after becomes a 
credit report in brief. 


It may not be entirely amiss to dwell 
a moment upon some of the salient 
features of the system outlined above. 
It is obviously a boon to collections to 
have instantly available a skeleton card 
for the basis of every account provided 
it can be instituted at no additional ex- 
pense. Another very important feature 
is its dual role as a basis for circulariz- 
ing the inactive accounts. The thou- 
sands of hand-picked accounts have 
been obtained at some initial expense 
and are in dollars and cents as valuable 
assets as the stock in trade. They rep- 
resent something tangible and of value 
and consequently should be intelligently 
handled. The customer who has once 
been served to his satisfaction has in- 
dicated his good-will toward the store 
and it should be relatively more easy 
to sell him again and again than to at- 
tract a_ profitable customer who has 
formed the habit of trading elsewhere. 


The potential value of the Credit Be 
partment in maintaining good-will 
becoming more apparant each day agi 
the value from a standpoint of sale 
promotion. The _ inactive account 
should not be permitted to become doe 
mant but should be cultivated with ® 
telligent sales literature at regular ip 
tervals. It is a good maxim in busines 
to pick one’s own customers and 
cater to a definite trade rather thay 
to drift aimlessly in store appeal from 
the sales standpoint. “Collect the 
money and sell again” should be the 
plan of the merchant doing a credit 
business. There is no better indice 
tor of what constitutes a_ profitable 
customer than the records of a credit 
department. The purpose of all credit 
and collection activity should be to at 
tract, develop and maintain profitable 
credit customers. If the paying habit 
is too slow or unsatisfactory to be prof- 
itable, get him off the books, sell him 
for cash and replace him with a good 
credit customer. When a customer has 
formed the haibt of discharging his ob 
ligations in a satisfactory manner, he is 
worth two new applications since in the 
former case you have carefully selected 
the customer, while in the latter case 
you have been selected by him for a 
reason oftentimes of a different nature. 
When the collection of the account is 
delayed the customer may avoid you 
since he does not wish to obligate him- 
self too deeply—collect the account and 
he is in better mood, position and in- 
clination to buy again. 





Cars Worth $3,000,000,000 Sold 
on Credit in 1925 

More than $3,000,000,000 worth of 
new automobiles were sold on the instal- 
ment plan in 1925, it is brought out 
in a survey prepared for the American 
Bankers Association Journal by C. C. 
Hanch, general manager of the Na- 
tional Association of Finance Com- 
On the average 7514 per cent 
of all motor vehicles are sold on credit, 
he says, about $2,000,000,000 represent- 
ing the total amount of deferred pay- 
ments on new cars, on which there were 
total cash down-payments of $1,000,- 
000,000. The deferred payments on 
used cars, he says, totaled $900,000,- 
000, and he estimates the total amount 
of automobile paper outstanding at a 
given time at $1,500,000,000. 


panies. 


“Thus far automobile paper has been 
sound,” Hanch says. “The loss ratio 
has been very small, and banks have 
had _ satisfactory experience with the 
paper of automobile finance companies.” 
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